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Social media today is an important marketing tool for any business. As we are leaping 
even more towards digitalisation, companies need to keep up with the new ways to 
communicate with their target audience. 
 
This thesis introduces the case company, Doppelmayr Seilbahnen GmbH, which has 
not until recently become active in social media. The company has been focusing more 
on the traditional marketing methods, which is common in B2B business.  
 
The purpose of this thesis was to create a social media marketing plan for Doppelmayr 
with combining relevant theory about B2B social media marketing and observations 
from the time of my internship at the company as a marketing trainee in the Spring 
2020.  
 
The theory was based on the latest literature and articles about the topic, as well as on 
the Social Media Marketing in Modern Business course, lectured by digital marketing 
expert Lasse Rouhiainen at the Haaga-Helia University of Applied Sciences. 
 
The company research was conducted during the time of the internship. Additional in-
formation was provided by the head of Doppelmayr marketing team Jurgen Pichler in 
the form of an interview. 
 
The result of the thesis was a recommendation for the company for future social media 
practices in the form of a social media marketing plan. Key focus areas of the plan 
where target groups, competitors and industry trends, content, promotion, and meas-
urement.  
 
The results implicated that Doppelmayr should focus on particular target groups and ad-
just the content according to the audience on each social media channel. Call-to-ac-
tions, emphasis on visuals and structure of videos can help them to optimize their con-
tent. The company is active in Facebook, LinkedIn and Youtube, but they should also 
create accounts for Instagram and Twitter, because these platforms have been proven 
to be important in B2B social media marketing.  
Doppelmayr should frequently measure the results about the content to get some future 
learnings what works and what does not. 
 
Dopplemayr Seilbahnen GmbH is already a strong brand which means they have great 
potential unlocked when it comes to creating awareness trough social media marketing.  
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1 Introduction 
 
This is a plan for a research-based bachelor’s thesis for the degree program in Interna-
tional Business in the major specialization of Customer Relationship Management and 
Communication taught at Haaga-Helia University of Applied Sciences.  
This chapter will explain the background and the structure of the thesis. It will introduce, 
key concepts, as well as the objectives and benefits for this research.  
 
1.1 Background of the Thesis 
 
Today social media is an essential part of a company’s marketing strategy. With almost 
three billion people around the world using social media every month, it is no passing 
trend. (Marketing Insider Group 2019.). 
 
This thesis is linked to my internship at a B2B company Doppelmayr Seilbahnen GmbH, 
where I worked as a marketing trainee for the period of five months. The company is the 
global market leader in ropeway engineering, operating in over 50 countries in the world. 
As a family company with a long history, Doppelmayr has been relying on the more tradi-
tional methods of marketing. Only recently in January 2020 the company began a social 
media rollout, with the goal of increasing brand awareness. The purpose of this thesis is to 
serve as a recommendation for a social media marketing plan which they could use to fur-
ther develop the company’s social media activities.   
 
The thesis will consist of three parts. The first chapter introduces the company and their 
current situation regarding to social media. It views the main competitors on the market 
and gives insight on the current industry trends in social media marketing. The second 
chapter concentrates on the recent theory about B2B social media marketing and what 
are the key element when creating a social media plan. The final chapter, the empirical 
part consists of the actual social media marketing plan for Doppelmayr, which is combined 
by using the theoretical information and my own observations from the time of the intern-
ship. Additionally, the chapters include views about the company from the Head of the 
Doppelmayr Seilbahnen GmbH marketing team Jurgen Pichler and the expertise from the 
lecturer Lasse Rouhiainen, who teaches social media courses at the Haaga-Helia Univer-
sity of Applied Sciences. 
 
 
 
 
  
 
1.2 Reasearch Question 
 
This thesis aims to create a social media marketing plan for a B2B ropeway engineering 
company Doppelmayr Seilbahnen GmbH. Doppelmayr is already an old and a well-estab-
lished brand, which means there is great unlocked potential by activating their social me-
dia presence. The mission is to create a thesis which could bring the most value to the 
company by increasing brand awareness.  
 
The research and investigative questions are created to support the research structure 
and generate a strong database for the thesis itself. 
RQ: How can Doppelmayr increase visibility trough social media platforms? 
IQ 1: How is Doppelmayr currently using social media in their marketing? 
IQ 2: Which are the industry trends? 
IQ 3: Which are the most effective social media marketing tools for a B2B company and 
how to utilize them?  
Table 1. Overlay matrix 
Investigative 
Question 
Theoretical 
Framework 
Research Methods Results 
IQ 1: How is Dop-
pelmayr currently 
using social media 
in their marketing? 
Social media 
channels 
Company pro-
cesses 
Research case com-
panies’ current social 
platforms 
Observations during 
the internship 
Interview Marketing 
Manager Jürgen 
Pichler 
Current status of Doppel-
mayr social media presence 
IQ 2: Which are 
the industry 
trends? 
Competitor 
analysis 
 
Research competi-
tors, interview Jürgen 
Pichler 
Analysis of the main com-
petitors  
IQ 3: Which are 
the most effective 
social media mar-
keting tools for a 
B2B company and 
how to utilize 
them? 
B2B social 
media mar-
keting 
 
Research articles 
and books 
Course by Digital 
Marketing teacher 
Lasse Rouhiainen 
Comprehensive theoretical 
framework of the latest so-
cial media marketing tools 
and trends 
 
 
  
 
 
1.3 Key Concepts 
 
The key concepts in the thesis are B2B marketing, marketing plan, ropeway engineering 
and social media marketing. This chapter explains them more deeply. 
 
"B2B marketing refers to the techniques and best practices used by companies that sell 
directly to other businesses. Unlike B2C marketing strategies, which assume the audience 
is the buyer, B2B marketing has to account for all the different stakeholders who impact 
business purchases, whether they are executive decision-makers or simply influencers.” 
(Brafton 2020.) 
 
Marketing Plan “the part of the business plan outlining the marketing strategy for a prod-
uct or service”. The plan usually includes target market, different marketing strategies and 
target markets. (Cleanup Interactive, LLC 2018.) 
 
Ropeway engineering means manufacturing and building conveyance that transports 
passengers or freight carriers suspended from cables and supported by a series of tow-
ers. (Vocabulary.com 2019.) 
 
“Social Media Marketing is the use of social media platforms to connect with your audi-
ence to build your brand, increase sales, and drive website traffic. This involves publishing 
great content on your social media profiles, listening to and engaging your followers, ana-
lyzing your results, and running social media advertisements.” (Buffer 2019.) 
 
 
1.4 Demarcation 
The research scope will be focused on the case company Doppelmayr GmbH, the rope-
way engineering industry and B2B customers as target audience. The social media mar-
keting plan will not be launched in real life, but its purpose will be to serve as a recom-
mendation for the case company. The thesis will exclude B2C marketing. 
 
 
 
 
 
 
 
 
 
  
 
2 Case Company Doppelmayr GmbH 
 
This chapter will introduce the case company Doppelmayr Seilbahnen GmbH and how 
they are currently managing their social media marketing activities. It will also view the 
main competitors and industry trends regarding to social media.  
 
Doppelmayr was established in 1893 by Konrad Doppelmayr in Woltfurt, Austria where 
the company headquarters is located to this day. In the beginning the company mostly fo-
cused on toolmaking and machine repairs for farm and textile factory use. The ropeway 
business which became the company’s primary focus was discovered some years later.  
Across the border in Switzerland another company rose to compete in the ropeway indus-
try. In 1928 Karl Garaventa established Garaventa, a business concentrating on building 
small material and passenger ropeways. During the years, Doppelmayr and Garaventa 
grew head-to-head and became the market leaders in their industry. In 2002 the two com-
panies united their forces in a merger, creating the Doppelmayr/Garaventa group, the big-
gest Ropeway manufacturer in the world (Doppelmayr Sellbahnen GmbH 2019).  
 
The group has 65 subsidiaries in 50 countries worldwide. Doppelmayr/Garaventa is still 
the market leader of ropeway manufacturing. They have built over 15 000 installations of 
ropeway transportation in 96 nations. The Doppelmayr/Garaventa Group has over 3080 
employees worldwide and their sales revenue during 2018/2019 was over 935 million eu-
ros. (Doppelmayr Sellbahnen GmbH 2019.) 
 
Doppelmayr Seilbahnen GmbH is the mother company of the Doppelmayr/Garaventa 
Group. The groups expertise is split between different subsidiaries. Ropeway manufactur-
ing is an extremely project orientated industry and each solution is tailored specifically to 
fit the surrounding area and customer needs. Sales cycles are long and can even some-
times take longer than the projects themselves. 
 
 
 
  
 
 
 
 
 
  
 
3 B2B Social Media Marketing 
 
This chapter examines the most recent theories and trends, as well as the advantages 
and disadvantages in business-to-business Social Media Marketing. It describes which el-
ements are used to create a social media marketing plan, such as the most relevant social 
media channels, how to define the right target groups, which is important in content crea-
tion and how to measure the results.  
 
3.1 Advantages and Disadvantages of Social Media Marketing 
 
According to the research made by Ombono already in 2015, business-to-business com-
panies can highly benefit from social media, and even end up having it as the most effec-
tive marketing channel of all (Smart Insights Marketing Intelligence Ltd 2020).  
 
A study made by Social Media Examiner in 2020 shows the main benefits which market-
ers have experiences in social media marketing. (Figure 1.) These results have been con-
sistent for the past six years. It is also shown that benefits increase the longer a company 
has used social media (Social Media Examiner 2020). 
 
 
Figure 1. Benefits of social media marketing 
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There are also some disadvantages when it comes to social media marketing. Social me-
dia marketing has a slow return on investment (ROI), which means that the benefits take a 
longer time to occur. A mistake which many companies make is not measuring their ROI. 
Often, companies look for quick results, but with social media it will take time. 
 
Social media is time-consuming when it comes to resources. Companies need to invest 
on finding experienced personnel to manage the platforms, as well the content needs to 
be consistent and good quality.  
 
As all social media platform users have a big part to play on creating content in social me-
dia, it is also easier to express any dissatisfaction. Any negative information can easily 
lead to tarnishing the brand name and this presents a risk for the company (Busi-
nessBlogs Hub 2019). 
 
 
3.2 Best Platforms in B2B Social Media Marketing 
 
“Social media provides a platform where marketers and consumers coexist”.  
(Mahoney & Tang 2016, 17) 
 
A recent study shows that the main five platforms used by B2B marketers are Facebook, 
LinkedIn, Instagram, Twitter and YouTube (Social Media Examiner 2020). (Figure 2.) 
 
 
Figure 2. Top 5 platform use: B2B marketers 
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Key things to concentrate are which channels the competitors are using, which channels 
the company’s customers and fans are using and what kind of content in each channel 
brings the most value (Sendible 2020).  
 
Facebook 
 
Though Facebook as a social media channel is experiencing some declining, it is still the 
most popular channel, with over 2,5 billion active users per month. Studies show that Fa-
cebook reaches 60,6% of internet users which makes it also an important channel for 
businesses (Mohsin 3 May 2020).  
 
Facebook works well with many kinds of content so there are several ways to leverage the 
platform. For businesses especially, all posts should include a call-to-action. This means 
invitation for engagement such as, “click to find out more - like if you agree”, etc. (Sendi-
ble).  
 
The organic reach in Facebook is quite low and that is why companies often need to use 
paid advertising to get their message visible. Video content is currently most effective and 
especially live video is becoming a bigger trend. Visual content triggers the people’s atten-
tion and that is why it is recommended to always add some visual content with text, so the 
post does not get unnoticed (Rouhiainen 2020). 
 
LinkedIn 
 
LinkedIn is currently one of the fastest growing social media platforms. (2020 Industry So-
cial Marketing Industry Report). It has over 500 million members worldwide and it is the 
number one B2B networking site in the world. (Coles 2017, 17.) 
 
LinkedIn is a platform where many professionals like to follow on what is happening in 
their industry and it is more likely to get interest and engagement from specialists working 
on similar field. Great content for LinkedIn is for example online articles, insight on ongo-
ing projects, job vacancies, pictures, videos, or upcoming events.  
 
Instagram 
 
Instagram was bought by Facebook in 2012 and has now over 400 million daily users. It is 
an image-sharing app, mainly meant to be used on a phone device. An important part of 
Instagram is the use of hashtags. It links users to different topics and many companies 
even have their own hashtags. (Coles 2017, 121-122.) 
  
 
 
Instagram has different posting features like stories which disappear after 24 hours, photo 
editing tool, Instagram Live which enables to account to make live videos as well Insta-
gram Video. Great tips for Instagram posts are to have a theme, put effort in the visual 
side, capture the audience with a good description, using hashtags and being consistent 
with posting. (Coles 2017,122.) 
 
Twitter 
 
Twitter is a microblog platform, where users are asked the question “What is happening?”.  
The platform focuses on tweets which are maximum 140 characters long. It is quick shar-
ing tool for conversation as well a great listening tool about current topics of interest. Twit-
ter has over 300 million active users monthly and it is mostly used by a mobile device. 
(Coles 2017, 84.) 
 
Twitter is not a selling platform, so for companies it is more useful to create content which 
relate to their field of expertise. There are a couple of terms which are good to know when 
using Twitter, @replies are for commenting on already existing tweets, direct messages 
(DMs) are messages that are sent to the users to have a private one-to-one conversation, 
retweets are shared tweets about something that another account has posted and again 
hashtags are important, because they allow the users to follow conversations of topics 
they have interest in. (Coles 2017, 84.) 
 
Twitter is a good listening tool, if a company is interested on what people are talking about 
them. A company does not have to be even very active on Twitter to use this feature, 
which helps especially when there might be some negative feedback, which the company 
should be aware of. This way it is easier to respond to the comments before it gets out of 
hand. A useful daily routine in social media marketing, is to take a moment each day to 
see what is being discussed in Twitter to find out if there are any comments about the 
brand. (Coles 2017, 100.) 
 
Youtube 
 
Youtube is a video display platform where over five billion videos are watched each day. It 
gives great exposure for a business if they succeed in making viral videos. One great tip 
of making video content is to trigger emotion. Another tip for making a great video is to 
capture the audience attention in the first seven seconds. People’s attention span now a 
days is getting shorter, and the amount of content in social media is enormous. If you cre-
ate interest in the beginning of the video it triggers the person to watch it until the end. 
  
 
Business related videos can be about products, projects, industry tips, holiday wishes, 
employee branding or general company introductions. (Coles 2017, 107-108.) 
 
 
3.3 How to Create a Social Media Marketing Plan? 
 
One of the keys to succeed in social media marketing is to create a plan. This helps com-
panies determine to goal they want to achieve, what they want to communicate and to 
which audience. When the goals have been set from the beginning, it is easier to define 
the ways to measure them. The most common results which companies are looking for in-
clude, raising visibility as an expert, increasing brand awareness, engaging with fans and 
current customers, as well as creating new sales leads. (Martin 2017, 20.) 
 
“Ideally—and with careful thought and preparation—your plan and platform work together 
in harmony, supporting and strengthening each other, constantly adapting and changing 
to meet shifts in consumer taste and technological advances.”  
(Martin 2017, 20.) 
 
Digital marketing lecturer Lasse Rouhiainen who is teaching at the Haaga-Helia University 
of Applied Sciences, has developed a simple social media strategy framework, which can 
be used to help a company be successful in social media (Rouhiainen 2020). 
 
Table 2. Social media strategy 
1. Research 
- Ideal Client 
- Product or offer 
- Competitors 
- Industry trends 
 
2. Content 
- Visuals (Photos, Videos, Stories…) 
- Articles, infographics 
- Other forms of content (e.g. webi-
nars) 
 
3. Promotion 
- Optimizing content 
- Social media ads 
- Interaction (messages) 
 
4. Measurement 
- Sales 
- Engagements 
- Website traffic 
 
The social media strategy consists of four parts. (Table 2.) Number one is about evaluat-
ing the company’s current situation, which are the main target market, as well as viewing 
what the competitors are doing and getting a general understanding of the industry trends. 
Number two focuses on content creation and different forms of content. The third part con-
sists of optimizing content, as well as using social media advertisement tools. It also sets 
guidelines how to interact with the audience. The fourth part focuses on how to measure 
the value which the social media marketing hopefully generates to the company. 
 
  
 
 
 
 
3.3.1 Research 
 
Research is a fundamental part when creating the social media plan. It helps to under-
stand who the ideal client is, what is their product or offer, who is the companies’ biggest 
competitors, and which are the industry trends (Rouhiainen 2020). 
 
The target market is the specific group of people which the company wants to communi-
cate with. The better the company knows and understands their target market, the more 
effective the marketing will be in social media (Newberry 31 October 2018).  
 
For B2B businesses finding the right social media audience might be challenging. The tar-
get audience can change according to the platform and depending on the content. (Word-
Stream 2020). In social media marketing the users have a lot of power, as they can 
choose and filter what they want content wise. Users are also creating the content them-
selves and sharing their experiences about companies, products, and services with other 
users (Rouhiainen 2020). 
 
Lasse Rouhiainen has a method which uses five key elements to identify the target mar-
ket. (Figure 3.) Smaller companies might have only one ideal client, but bigger companies 
usually have several (Rouhiainen 2020). 
 
 
Figure 3. Identifying target market 
 
This method helps especially when it comes to social media advertisement. A company 
can target their content for a certain age group and gender, as well to a specific 
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geographical location. There is usually an option to choose the interest categories, to 
reach the people who are following similar content that the company has to offer. 
 
It is beneficial to segment the products and offers in the company. For example, bigger 
companies usually have several products in their portfolio, so they need to adjust their 
content and target groups accordingly. Also, if there is a product which the company 
wants to market more, they could include it in the social media plan. (Rouhiainen 2020). 
 
It is useful to make a competitor analyses to see what they are doing in social media. A 
company can learn from their competitors and get great insight of the industry trends. 
(Rouhiainen 2020). 
 
 
3.3.2 Content  
 
When creating social media content, there should be a clear process as well as under-
standing what the target audience is interested in. Some companies make the mistake of 
not planning their content in advance, which usually decreases their chances for success 
in social media. (Lasse) For B2B business, content marketing is more about adding value 
to a person’s world and creating brand awareness. (Coles 2017, 19.) 
 
Social media management is like any other work task inside a company. There should be 
more than one person to share the responsibility, or at least the administrative rights to 
the platforms, in case that the main administrator is absent from work. Bigger companies 
usually create teams who are responsible for coming up with new content as well as 
scheduling it. Another benefit of planning ahead is that it saves time and resources to cre-
ate several postings at one time, instead of doing it one by one. (Rouhiainen 2020). 
 
To get a clear structure of the content that is posted online, it is useful to create a content 
calendar. A content calendar is where you plan and schedule the content for your social 
media channels. If there is more than one person involved in the content creation it is a 
helpful tool to keep people updated on the process. (Figure 4.) Usually the content calen-
dar consists of new ideas, steps to edit the ideas, scheduled posts and posted content 
(Conley 26 May 2020). 
 
 
 
 
 
  
 
 
 
 
 
Figure 4. Social media content calendar 
(Conley 26 May 2020). 
 
3.3.3 Promotion 
 
A company needs to have sufficient knowledge on how each platform works, so that they 
can optimize their content. This can mean using the right keywords, the tone of the com-
munication, visual side, or the ideal length of a video. (Rouhiainen 2020). 
 
Social media advertisement is also a way of optimizing content and creating more reach. 
Reach is a scale which shows how many people have seen the post on their feed at least 
ones. Companies can use social media advertisement to promote certain posts or cam-
paigns to a selected target audience. Most platforms offer targeting options according to 
age, gender, location and interest categories. (Rouhiainen 2020). 
 
The social media platform algorithms favor posts which get the most engagement. En-
gagement consists of likes, comments, messages, and shares. The more engagement 
there is, the more visibility the company account gets inside the platform. As earlier men-
tioned, content should not only consist of facts, but it should always include a call-to-ac-
tion for further engagement.  
 
  
 
 
 
3.3.4 Measurement 
 
Measurement is the part where a company can follow the results of their social media 
marketing. B2B companies usually have their own tracking where they can see how much 
traffic has been generated from their social media channels. (Rouhiainen 2020). Usually it 
is measured from the company website to see if there is any increase of web-site traffic.  
 
It is more difficult for a B2B company to track the effect of social media when it comes to 
sales. Nevertheless, B2B companies usually use their platforms for creating awareness, 
which means they can track the number of followers, video views, reach and engagement 
rates, such as comments and shares.  
  
To understand if a company is succeeding in social media it is important to measure these 
results frequently. It also helps to understand if a certain type of content is working or not 
and if the company is targeting the right audience. (Rouhiainen 2020). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
4 The Plan and Recommendations 
 
This chapter includes the recommended social media plan for Doppelmayr Seilbahnen 
GmbH. It combines the theoretical findings and the observations about the company from 
the time of my internship. There are also insights from the head of marketing at Doppel-
mayr Seilbahnen GmbH Jurgen Pichler, who was interviewed for this thesis. The plan fol-
lows the simple social media strategy structure created by Lasse Rouhiainen. 
 
4.1 Research 
 
The results of the research are formed from my own experiences during the internship, 
online research, as well from an interview with the head of the Doppelmayr marketing 
team Jurgen Pichler. The interview included six open questions about Doppelmayr and 
their social media marketing (appendix 1). 
 
The marketing department at Doppelmayr Seilbahnen started their social media rollout in 
January 2020, with the exception of YouTube which has been active already for several 
years. With the initiation of Jurgen Pichler, a team was formed to handle the social media 
activities. In the interview with Jurgen, he mentioned that the goal was to take a step to-
wards digital marketing, as the company had been using more traditional marketing meth-
ods in the past. Also, the biggest competitor had already been doing social media for cou-
ple of years, so it seemed like the necessary action to take.  
 
The social media channels that Doppelmayr currently use are Facebook, LinkedIn and 
YouTube. The first two accounts had been created before, but they were not in active use. 
Jurgen explained that the team did not want to make it too complicated in the beginning, 
as it was also a learning process for everyone. Doppelmayr had a couple of sessions with 
a local digital marketing consultancy company to get some expertise on how they should 
start the social media process.  
 
Table 3. Development on Doppelmayr/Garaventa Facebook page 
Date Likes Growth 
30.01.2020 3897  
03.02.2020 3940 +43 
02.03.2020 4169 +229 
01.04.2020 4344 +175 
01.05.2020 4534 +190 
 
 
 
  
 
Table 4. Development on Doppelmayr Seilbahnen GmbH LinkedIn page 
Date Followers Growth 
30.01.2020 1281  
03.02.2020 1339 +58 
02.03.2020 1856 +517 
01.04.2020 2320 +464 
01.05.2020 3002 +682 
 
The team started with the goal of posting once a week, creating the ideas for the content 
in monthly social media editorial meetings. Doppelmayr Facebook page has currently over 
4500 likes, which is over 600 more than which they started with. (Table 3.) In LinkedIn the 
follower amount has over doubled and is now reaching to over 3000 followers. (Table 4.) 
The YouTube channel which has been active for longer is very successful, with over 
11900 followers. 
 
Table 5. Competitor analysis 
Company Facebook  
likes 
LinkedIn  
followers 
Instagram  
followers 
Youtube  
followers 
Doppelmayr 4534 3002 - 11900 
Leitner 16037 9390 4078 4270 
Bartholet 1220 754 1389 1030 
 
Doppelmayr has only two competitors which are currently active in social media (Table 5.) 
Leitner group is the second biggest company in the ropeway industry and Bartholet is a 
smaller player. Both Bartholet and Laitner are active in Facebook, LinkedIn as well as in 
Instagram. Laitner has been active in social media already for a couple of years and it is a 
good benchmark for the Doppelmayr social media channels, according to Jurgen Pichler. 
The table shows that Laitner is clearly ahead in the number of followers compared to Bar-
tholet and Doppelmayr. 
 
The biggest industry marketing trend is related to urban solutions, which means ropeway 
systems which are being used as a public transportation method in bigger cities. This is a 
common topic in competitors social media content. It is also an area which Doppelmayr 
sees the most potential in the future and where they want to grow more awareness, ac-
cording to Jurgen Pichler. 
 
4.2 Content and Target Groups 
 
Because Doppelmayr sells different Ropeway solutions and is a very project orientated 
company, the ideal client is a bit more complex. The company’s product portfolio falls into 
four different categories which are winter, summer, urban and material. Jurgen Pichlers 
views for target groups would be to focus on the traditional alpin, point of interest and  
  
 
 
most importantly have a target for the urban market.  Additionally, Doppelmayr HR has re-
quested of creating social media marketing concentrating on employer branding. This cre-
ates a fourth target group for community. 
 
Alpin: Ski/ mountain enthusiasts, ski resorts, general stakeholders, inves-
tors (private & public) 
Point of Interest: Tour operators, travel agencies, tourism organizations, in-
vestors (public & private) 
Urban: Universities, mayors, city council, city planner 
Community: Cable car lovers, employees, new talent 
 
These target groups should define the topics and audience for the content, which is 
shared on the Doppelmayr social media channels.  
 
As for content creation and the planning process, Doppelmayr has already set up their 
team. The team has an editorial meeting twice a month and they are using Trello as a 
planning tool and content calendar. Different team members are responsible for the cur-
rently existing channels Facebook and LinkedIn, but the content now is mostly replicated 
on both channels.  
 
As mentioned in the theory chapter, social media channels have different target groups. It 
could be beneficial to create more focus on the different audiences in Facebook and 
LinkedIn.  For example, Facebook posts could be more relaxed in content, compared to 
LinkedIn, which is more of a professional environment. 
 
Referring to Figure 1, about the top five social media channels for B2B companies, Dop-
pelmayr is still missing the two most important channels, Instagram, and Twitter. Insta-
gram has a very different type of audience than the existing active channels, but it could 
be an influential platform to use when targeting the community. Doppelmayr has several 
fans sites already in Instagram, so there is a lot of potential when it comes to engaging 
and growing their community. (Figure 5.) 
 
 
 
 
 
 
 
 
 
  
 
 
 
Figure 5. Doppelmayr fan site in Instagram 
 
Twitter on the other hand could be useful as a listening tool. It is more of a spontaneous 
posting platform, but it could come useful when finding information about discussions 
about the Doppelmayr brand. Content wise there are possibilities for topics like, events or 
announcing success in projects. This could strengthen Doppelmayrs image as an expert 
in the industry. 
 
4.3 Promotion 
 
There are ways which Doppelmayr could use to optimize their posts in their current social 
media channels.  
 
There should always be a call-to-action, a question, or an encouragement for further en-
gagement in every single post. Currently in many of the posts the questions are at the end 
of the text or missing entirely. My recommendation would be to make the question in the 
beginning of the text to trigger people to read further and engage with the post.  
 
Doppelmayr sometimes posts videos as links to their YouTube page, but it does not work 
so well with the Facebook or LinkedIn algorithms. Both platforms decrease the visibility of 
the account when traffic is directed out of the site and for this the videos should be 
  
 
downloaded directly to the channels. If the posts include any of the older videos from their 
YouTube channel with a heavy intro, it should be cut short, so that the content captures 
the persons attention right in the beginning. Studies have shown that an average person’s 
attention span is no longer than 7 seconds and this means that videos need to trigger in-
terest to keep continuing watching further in the first 7 seconds. (Rouhiainen 2020.) 
 
Doppelmayr is always using photos or videos with text in their posts. In photo posts it is 
more beneficial to include more than one photo, so that there is more to look at and the 
opportunity to click further. It creates more interest and encourages for a person to inter-
act with the post more. (Rouhiainen 2020.) Figure 6 is a perfect example how multiple 
quality photos create a successful post. 
 
 
Figure 6. Successful post on the Doppelmayr/Garaventa Facebook page 
 
  
 
 
One important topic which would boost the Doppelmayr LinkedIn channel is employer 
branding. This also a request from Doppelmayr HR team, but no action has yet been 
taken. Doppelmayr is a company which requires special expertise, and this might be a 
challenge, especially outside the HQ region. Doppelmayr is well known in the DACH area 
(Germany, Austria, and Switzerland), but with several international projects they also need 
expertise also from all over the world. 
 
Finding new ways to trigger interest could increase the amount of engagement in the 
posts. For example, Doppelmayr has a magazine called WIR which they publish every 
quarter. They could make small sneak peaks about the topics in the magazine to get a 
small hype before the magazine is out. 
 
4.4 Measurement 
 
It is not always so easy for B2B companies to measure their results from the social media 
marketing. Doppelmayr is currently concentrating on the number of followers per channel. 
Though it is an important part of the measurement, they should also focus on analyzing 
the content. How did a post succeed and why? This way they learn faster about what is 
working and what is not working. The results are very helpful for creating new content, as 
they get a better understanding what their target group prefers. 
 
The social media team should make monthly reports to see if they are achieving the tar-
gets. It would also be beneficial to set specific goals, such as growth in followers inside a 
certain time period or the amount of engagement per post. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
5 Discussion 
 
This chapter evaluates the thesis process, the reliability and validity of the content, as well 
as the conclusions. It will also suggest further developments for the research. 
 
Social media marketing in the B2B sector is still not too common. Most of the data which 
is found about social media marketing is related to B2C businesses. For this thesis, it was 
a challenge to find and apply the latest theories related to B2B businesses. Although the 
data was scarce, most of it concluded that social media marketing is as important to B2B 
business at it is to B2C. This indicates that maybe in a couple of years there might be 
more relevant data to support it, when B2B companies start concentrating even more how 
to optimize their social media channels and measuring their success. 
 
Doppelmayr has huge unlocked potential when it comes to digital marketing. The brand 
has a strong position in the market, which means they can quite easily grow their social 
media follower base. The social media platforms give a great opportunity to bring more 
awareness into topics like urban ropeway systems and employee branding. There is an 
audience, which can be already be seen from the great number of followers which Dop-
pelmayr has on YouTube. 
 
In the future the company should stay up to date on the changes which are occurring in 
the social media platforms. Social media is constantly developing, which might sometimes 
be hard to keep up with. With structured social media marketing processes about planning 
and development, this should be an easy thing to tackle.  
 
This thesis has given me a lot of insight on social media and B2B marketing. The learn-
ings will help in the future when working in any marketing related jobs. Hopefully the the-
sis brings value as well to Doppelmayr marketing processes as they still are learning the 
ropes in social media marketing. 
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Appendices 
 
Appendix 1. 
 
Interview questions Jürgen Pichler 
 
1. What are the strengths in Doppelmayr marketing in general? 
2. What made you initiate the Social Media project? 
3. What are the  
a. advantages? 
b. and disadvantages for Doppelmayr joining social media? 
4. What are the biggest learnings when it comes to the Social Media rollout so far? 
5. Which companies are the Doppelmayr/Garaventa Groups biggest competitors? 
6. What is the current goal regarding Doppelmayr Social Media Platforms?  
 
